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Welcome!



9 Media & PR 
Insights & 
Trends 
Impacting 
Greater Miami 
& Miami Beach



The pandemic-induced haze is starting 
to lift from the travel industry

Travel sentiment is high among North American travelers1

2 What Factor is More Important than COVID? Rising Costs and Inflation
with Crime also a Rising Concern…

3 High Demand Vs Resource Shortages



Insights that are shaping the travel 
media landscape
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Outlets are spinning off, shutting down 
and/or reinventing themselves

Staffing models continue to lean on 
contractors and freelancers

Press trips take precedence over in-person 
events

7
Blurred lines between traditional media and 
influencers



Example:
Integrated Media

Natalie Preddie

Part Journalist- Part 
Content Creator
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Topics Being Covered Today



Adventure Travel

Topics Being Covered Today

Sustainability – Eco and 
Economical Family Trips
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A Shift to Qualitative Measurement 9



PR Tools to 
Maximize 
Marketing 
for Greater 
Miami & 
Miami Beach



ITINERARY MANAGEMENT
Travefy to Simplify the Visiting Journalist Program

1



PR Tools to 
Measure 
Results: 
Traditional & 
Social Media



Traditional Media

1

3

What: Online UVM, Print Circulation

How: Qualitative measurement scorecard

Quantitative Measurement

Qualitative Measurement

2 How: Muck Rack & other tools

4

What: Key messages, focus, outlet



13

Scorecard



Social Media

1
What: Impressions,
reach,
engagement

2 How: Klear



Our Handles
VisitMiami

MiamiandBeaches

MiamiandBeaches

MiamiandBeaches

MiamiandMiamiBeach.com

Social Media

Social Media Trends

1

2
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Social Media Trends- Video Focused 
Content

Social Media Content Creators

Personalization of The Brand-
User Generated Content



16

Social Media Trends- Video Focused Content

• Video has become the preferred method of 

content consumed on Social Media

• Typically, short bite sized forms of video have 

proven to be most effective

• The GMCVB has incorporated new and old video 
clips to create new video content for 
our platforms.

• TikTok has become a new focal point where we 

believe the majority of our social media video 
efforts will reside
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Differences between
Influencers & Content Creators

Influencers: Capitalize their social media following to influence 

their following to buy a certain product from a brand.

Content Creators: Influence following through content creation 

that both informs and entertains.
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User Generated Content

User generated content allows us 

to provide content that is way more 

personable than a standard image 

of a building, beach or ocean view.

Our audience is looking for an 

experience and the best way to 

showcase experience is by 

displaying the experience in action.



How to work with 
the GMCVB’s 
Communication 
Team



How to work with the Social Media department

Sharing1

2

3

Site Visits for new openings – tag us or send 
footage

Social Media Collaborations



How to work with the Media Relations department

Media Leads: Contribute Content and Updates by responding to 
solicitations put out through our Media Leads1

2 Collaborate with the GMCVB on press visits by responding to media leads or 
inquiries from team

3 Collaborate with the GMCVB on partner sponsored press visits
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5

6

Participate in-market Media Missions

Participate in the GMCVB’s VIP Attraction Pass

If participating in the Temptations Program, 
provide gift certificates to visiting media

7
Submit calendar listings to 
Calendar@GMCVB. com for the website, 
media pitching, newsletters, etc.



Contact Us!

Suzie Sponder, Sr. Director, US/Canada – suzie@gmcvb.com

Melina Martinez-Echeverria, Director, Latin 
America/Caribbean– melina@gmcvb.com

Jennifer Haz, Director, Europe – jennifer@gmcvb.com

Anthony Guivas, Social Media Manager –
AGuivas@gmcvb.com

Mariana Kellogg, Communications and Social Media 
Coordinator – MKellogg@gmcvb.com

Group Email– communicationsgroup@gmcvb.com



Questions & Discussion


